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THE EFFECTS OF GENDER ON ANIMAL PRODUCT CONSUMPTION OPINIONS AND 

BEHAVIORS 

 

 The dietary and economic consumption of products derived from animals is influenced 

by various factors. Societal norms and traditions largely dictate the kinds of products that people 

consume, but over the past few decades, social movements in America have challenged the status 

quo in animal product consumption. In recent years, vegetarians, vegans, animal rights activists, 

environmentalists, and nutrition advocates have contributed to social movements promoting 

plant-based living. Though expression of gender is rarely an explicit concern of these social 

movements, these movements exist in a patriarchal society and thus experience consequences of 

gendered oppression. This study examines the impacts gender plays in animal product 

consumption opinions and behaviors. These behaviors include economic and dietary 

consumption, and opinions include animal welfare concern, environmental concern, nutrition 

concern, and nutrition definition. Utilizing an ecofeminist approach, this study further explores 

the interconnectedness of oppressions of femininity, nature, and animals. Engaging in 

intersectional analysis to explore how other oppressed identities regarding race and sexual 

orientation are feminized and naturalized, this research further explores the relationship between 

race, sexual orientation, and animal product consumption opinions and behaviors . Utilizing 

responses from an online questionnaire amassing 402 respondents, this research supports a 

connection between femininity and decreased animal product consumption, increased animal 

welfare concern, increased environmental concern, increased nutrition concern, and an increased 

likelihood of defining plant-based diets as healthy. Results regarding nonwhite racial status and 

nonheterosexual sexual orientation status tended to yield correlations supporting opinions and 

behaviors regarding decreased animal product consumption, though discrepancies existed, and 

results were largely statistically insignificant. This research contributes to the growing literature 

base in understanding the gendered nature of the vegan movement. 

 

Key words: gender, masculinity, femininity, animal product, vegan 
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INTRODUCTION 

         The vegan movement in America has drastically increased in popularity in recent years 

(Radnitz, Beezhold, and DiMatteo 2015; Global Data 2017; Nielsen Retail Measurement 

Services 2018), but this expanding group is failing to be demographically representative of 

America’s population. Most notably, the vegan movement is largely female dominated (Gaarder 

2014; Wright 2015; The Vegan Society 2016). Gender is one of the most pervasive parts of our 

identity; it impacts how we act in nearly every way (Beauvoir 1954; Oakley 1972). Various 

social science researchers have found this profound influence of gender to extend to animal 

product consumption behavior (Adams 1990; Meier and Christen 2012; Rozin et al. 2012; 

Kopczynska and Zielinska 2015). Animal product consumption behavior is largely perpetuated 

by social norms and traditions, but those who act purposefully and beyond these traditional 

societal practices regarding animal product consumption often do so based on concerns for 

animal welfare, environmentalism, and/or nutrition (De Boo 2014; Radnitz et al. 2015). It is 

therefore unsurprising that gender also has profound impacts on opinions and behaviors 

regarding animal welfare, the environment, and human health  (Stern, Dietz, and Kalof 1993; 

Peek, Bell, and Dunham 1996; Nayga 2000; Zelezny, Chua, and Aldrich 2000; Tindall, Davies, 

and Mauboulès 2003; Gaarder 2011; Kopczynska and Zielinska 2015; Wrenn 2016). This study 

intends to bridge the gap between these fields of literature to holistically investigate how gender 

impacts both animal product consumption and its motivating factors of animal welfare concern, 

environmental concern, and nutrition opinions.  

         To explore this phenomenon, it is important to understand key terms used in gender 

studies. Sex is a physical category assigned to an individual at birth and routed in biology. 

Meanwhile, gender exists as a spectrum of masculinity and femininity and is routed in social 
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performance. Sex is fairly rigid, while gender is fluid and purely socially constructed (Beauvoir 

1954; Oakley 1972).  In this study, femininity and masculinity will be defined using Kachel, 

Steffens, and Niedlich’s (2016: n.p) definition, noting femininity and masculinity to encompass 

“relatively enduring characteristics encompassing traits, appearances, interests, and behaviors 

that have traditionally been considered relatively more typical of women and men,” respectively.  

Masculinity and femininity will also be assessed using Kachel et al.’s (2016) Traditional 

Masculinity/Femininity Index. While gender is socially constructed, it perpetuates social 

consequences in the form of patriarchy, a phenomenon in which societal norms and institutions 

are created and perpetuated in ways that benefit masculine genders and exploit feminine genders 

(Oakley 1972). This basic sociological understanding of gender, masculinity, femininity, and 

patriarchy provide critical context to engage with this study. 

          Understanding of animal product consumption concepts is also necessary to comprehend 

the methodology and results of this research. The term “animal product” will be used to refer to 

any product that derives from animals, including meat, eggs, milk, animal-based cloth (leather, 

wool, furs, etc), and animal glycerins (an animal compound often found in cosmetics, soap), etc. 

Additionally, the term “animal product consumption” will refer not only to the dietary 

consumption of animal-based foods, but also the economic consumption of animal-based goods 

such as clothing, furniture, hygiene products, cosmetics etc. Many terms have emerged to 

encompass a specific pattern of behavior regarding animal product consumption. The terms 

“vegan” and “plant-based” are two words that will be interchangeably used in reference to the 

complete rejection of animal products (De Boo 2014). Additionally, the term vegetarian will 

refer to the rejection of products derived directly from animal flesh, while allowing for 

consumption of animal derivatives such as milk, eggs, honey, and wool (De Boo 2014). Lastly, 
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the term “reductionist” will be used to describe any other lifestyle that is not strictly vegan or 

vegetarian, but actively prioritizes the reduction of animal product consumption. While this study 

places a large emphasis on veganism, animal product consumption will be viewed as a spectrum, 

encompassing these other lifestyles as well as those who adhere to the Standard American Diet 

(SAD) and other consumption lifestyles.  

The spread of veganism has been primarily driven by concerns for three major entities: 

animal welfare, the environment, and health (De Boo 2014; Radnitz et al. 2015). The Vegan 

Society, an educational charity organization dedicated to promoting plant-based lifestyles, names 

these three motivational categories as “Vegan for the Animals,” Vegan for the Planet,” and 

“Vegan for the People” (De Boo 2014). Individual opinions regarding these motivating 

categories tend to have a profound impact on one’s animal product consumption in addition to 

the pervasiveness of gender trends. Thus, this research explores how gender impacts animal 

welfare concerns, health concerns, and environmental concerns in relation to animal product 

consumption.  

This research builds upon existing scholarship regarding gender and its relationship to 

animal welfare concern, environmental concern, nutrition opinions, and animal product 

consumption. Previous research has found women to largely dominate the animal rights 

movement (Peek et al. 1996; Gaarder 2011; Wrenn 2016). Women are also overrepresented in 

environmental movements and tend to have higher levels of environmental concern (Zelezny et 

al. 2000; Stern et al. 1993; Tindall et al. 2003). Additionally, women are more likely to identify 

plant-based diets as healthy (Kopczynska and Zielinska 2015) and are also more likely to be 

concerned with health overall (Nayga 2000).  Noting these gendered trends in people’s concern 

for the “animals, people, and planet,” this study will explore how each of these concerns translate 
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into gendered animal consumption opinions and behaviors. Various studies have also directly 

examined gendered animal consumption behavior, plentiful research noting connections between 

meat and masculinity (Graça, Calheiros, and Oliveira 2015; Piazza et al. 2015; and Timeo and 

Suitner 2017), and limited studies highlighting the connections between plant-based lifestyles 

and femininity (Adams 1990; Dean 2014; Wright 2015; Dean 2014). This research is intended to 

expand upon this existing scholarship and help to fill the gap in the literature regarding the 

connections between femininity and veganism.  

This research will include a comprehensive exploration of how gender impacts people’s 

opinions and behaviors regarding veganism and animal product consumption. I hypothesize that 

individuals experiencing patriarchal oppression will be more likely to support ideologies and 

engage in behaviors regarding veganism. This overarching hypothesis will be supported by the 

following sub-hypotheses.  

1. Increased femininity levels will correlate with a lower level of animal product 

consumption.  

2. Increased femininity levels will correlate with greater concern for animal welfare, 

contributing to a lower level of animal product consumption.  

3. Increased femininity levels will correlate with greater concern for the environment, 

contributing to a lower level of animal product consumption.  

4. Increased femininity levels will correlate with greater concern for nutritional health, 

contributing to a lower level of animal product consumption. 

5. Increased femininity levels will correlate with increased likelihood that an individual 

defines plant-based diets as healthy, contributing to a lower level of animal product 

consumption.  
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This study also utilizes an ecofeminist frame of analysis. Ecofeminism intertwines the 

oppression of both women and the natural world (Gaard 1997; Mayerfeld, Bell, and Ashwood 

2016). Furthermore, ecofeminist theorists note the interconnections of all oppressions, 

recognizing the patriarchal oppression experienced by communities of color, the 

lesbian/gay/bisexual/transgender/queer (LGBTQ+) community, the poor, and other 

disadvantaged social groups (Gaard 1997; Mayerfeld et al. 2016).  Therefore, race and sexual 

orientation will be assessed as secondary independent variables. This informs the following 

secondary hypotheses.  

6. Racial minority status will correlate with a lower level of animal product consumption.  

7. Racial minority status will correlate with greater concern for animal welfare, contributing 

to a lower level of animal product consumption.  

8. Racial minority status will correlate with greater concern for the environment, 

contributing to a lower level of animal product consumption. 

9. Racial minority status will correlate with greater concern for nutritional health, 

contributing to a lower level of animal product consumption. 

10. Racial minority status will correlate with increased likelihood that an individual defines 

plant-based diets as healthy, contributing to a lower level of animal product consumption.  

11. Nonheterosexual status will correlate with a lower level of animal product consumption. 

12. Nonheterosexual status will correlate with greater concern for animal welfare, 

contributing to a lower level of animal product consumption.  

13. Nonheterosexual status will correlate with greater concern for the environment, 

contributing to a lower level of animal product consumption. 
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14. Nonheterosexual status will correlate with greater concern for nutritional health, 

contributing to a lower level of animal product consumption. 

15. Nonheterosexual status will correlate with increased likelihood that an individual defines 

plant-based diets as healthy, contributing to a lower level of animal product consumption.  

These hypotheses were informed by a review of the literature and through an ecofeminist 

theoretical lense, as examined in Chapters I and II respectively. This assessment of literature then 

informed an online survey questionnaire, and methodology of this questionnaire is found in 

Chapter III. This paper concludes with an analysis of survey results in Chapter IV, and a further 

discussion in Chapter V. Each of these chapters support investigation and understanding 

regarding the complex relationships between gender and animal product consumption opinions 

and behaviors.  
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CHAPTER I: LITERATURE REVIEW 

Plant-based Social Movements 

A historical understanding of plant-based social movements provides context for better 

understanding the relationships between gender and animal product consumption. The first 

institutionalized rejection of meat consumption came with the formation of the Vegetarian 

Society in England in the mid-1800s, despite vegetarian and vegan diets being present in 

different cultures for centuries prior (De Boo 2014). Controversy as to whether the Vegetarian 

Society could allow for consumption of eggs and dairy lead to the formation of the Vegan 

Society, as the Vegetarian Society allowed for the consumption of eggs and dairy to prioritize the 

abolition of consumption of direct animal flesh (De Boo 2014). Soon after, vegetarian cookbooks 

newly emerged in America as well as literary milestones such as Upton Sinclair’s The Jungle, 

showing the horrors of the meat packing industry, and Frances Moore Lappé’s Diet for a Small 

Planet, connecting animal agriculture to environmental destruction and food scarcity (Avey 

2014). Such milestones coupled with the rise of plant-based lifestyles in Europe brought the 

Vegetarian Society to America, created a short lived American Vegetarian Party in 1947, and 

lead to the eventual spread of the vegetarian movement across America (Avey 2014). Shortly 

after, the American Vegan Society was founded in 1960 (The American Vegan Society n.d.).  

         Since then, plant-based diets have increased in popularity (Global Data 2017; Radnitz et 

al. 2015). Consumption of animal products continues to be largely ingrained in America’s 

culture, but this American consumption of animal products is declining (Global Data 2017; 

Nielsen Retail Measurement Services 2018). As meat consumption declines, veganism is on the 

rise, as less than one percent of Americans in 2014 identified as vegan compared to six percent 

of Americans identifying as Vegan in 2017 according to the “Top Trends in Prepared Food” 
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report, surveying thousands of Americans. (Global Data 2017). Nielsen Retail Measurement 

Services (2017) reported that plant-based food sales have increased in America by 14.7 percent. 

Because this growth in adherence to vegan lifestyles is so recent, there are limited studies 

examining trends in this movement. 

Gender and Animal Welfare Concerns 

Animal welfare concerns largely motivate many vegans, attributing to this growth in 

popularity of vegan lifestyles (De Boo 2014; Radnitz et al. 2015). Women have been at the 

forefront of the animal rights movement and represent the majority of animal rights activists 

(Adams 1990; Peek et al. 1996; Gaarder 2011, Wrenn 2016). Thorough qualitative data from 

interview responses tend to point to gender socialization to be a primary cause of this increased 

female representation in the animal rights movement (Peek et al. 1996; Gaarder 2011). Survey 

responses of animal rights activists indicated that females are socialized to be caring and 

nurturing, thus making care towards animals societally admirable, while men are socialized to be 

strong and aggressive, making care towards animals seen as a sign of weakness (Gaarder 2011). 

An experiment by Herzog, Betchart, and Pittman (1991) surveyed a small sample of students and 

found that those with more stereotypically feminine traits, found on Bems Sex Role Inventory 

(BSRI), were more likely to be concerned with animal welfare, and the converse was found to be 

true regarding masculinity and animal welfare concern. This supports a social relationship 

between increased femininity and increased animal welfare concern. 

Feminist accounts of this narrative suggest that individuals experiencing patriarchal 

oppression tend to have increased concern for the oppression of animals, resulting in a positive 

relationship between femininity and animal welfare concern (Peek et al. 1996; Gaarder 2011). 

Female animal rights activists were likely to sympathize with the powerlessness of animals, 
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noting the sense of powerlessness often felt in the feminine experience: not having a voice, 

feeling dominated, and being pushed around (Gaarder 2011). Some women even reported a 

growth in their animal welfare activism after they experienced feelings of being treated like an 

animal in instances of gendered violence (Gaarder 2011).  Such reasoning contributes to the 

increased participation of females in the animal rights movement and thus likely contributes to 

the increased female presence in the vegan movement. 

Gender and Environmental Concern 

Environmental concern also largely motivates many to adhere to a plant-based lifestyle 

(De Boo 2014). Many studies have explored gender implications in environmentalism, and these 

studies have overwhelmingly supported the notion that, when compared to men, women have 

higher levels of environmental concern (Stern et al. 1993; Zelezny et al. 2000; Tindall et al. 

2003). Women are more likely to perceive environmental harm as a threat to their health and 

their loved ones, a notion perhaps attributed to gendered socialization women receive to be 

caregivers and nurturers (Stern et al. 1993). This increased level of environmental concern is 

present not only in adults, but also in children. A study of environmental concern with male and 

female grade school students found female students to have higher environmental concern than 

male students (Zelezny et al. 2000). 

Women’s societal expectations to be caregivers not only impacts their level of 

environmental concern, it also impacts their frequency of environmentally friendly actions 

(Tindall et al. 2003). Because of women’s increased role in the domestic sphere, women tend to 

have more opportunities than men to participate in environmentally friendly behaviors like 

recycling, buying sustainable goods, and reusing materials like water bottles and bags (Tindall et 

al. 2003). In this way, traditional gender roles increase women’s opportunity to participate in 
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environmentally friendly behavior. Therefore, if adhering to a vegan lifestyle is considered 

environmentally friendly behavior, it makes sense that more women practice veganism, further 

contributing to the relationship between gender and animal product consumption. 

Gender and Nutrition Opinions 

Animal product consumption is also largely motivated by nutrition opinions (De Boo 

2014). Gender socialization and patriarchal societal expectations create a very complex 

relationship between gender and health concern. A study surveying 200 participants from four 

different grocery stores found statistically significant evidence to support the notion that women 

have higher amounts of nutritional knowledge than men when browsing grocery store aisles for 

healthy foods (Nayga 2000). This could be attributed to gender role expectations encouraging 

women to be primary cooks and grocery shoppers for their families and societal expectations 

routed in the perceived connection between femininity and an ethic of nurture and care (Nayga 

2000, Kopcynska and Zielinska 2015). Thus, if vegan diets promote better nutrition than diets 

high in animal products, then those with higher nutritional knowledge would be more likely to 

adhere to this lifestyle. 

         Societal expectations affect not only how people prioritize nutrition, but how they define 

which foods are nutritious. Cultural norms dictate that women are to be petite and lean and men 

are to be big and strong, and such factors encourage men to eat large portions of meat while 

simultaneously discouraging women from eating meat (Dibb-Smith and Brindall 2015; Cavazza, 

Guidetti, and Butera 2017). If women are to see social acceptance in eating meat, it often is from 

eating small portions of white meat like fish or poultry, while men are societally encouraged to 

eat large portions of red meat (Cavazza et al.2017). Gaarder (2011:65) supports this evidence, 

stating “the extreme pressure put on women to be thin makes it acceptable, even desirable, for 
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them to eliminate animal foods. In contrast, men are pressured to ‘eat manly’—meaning foods 

that are associated with being strong, substantial, and hearty.”  Thus, societal norms impact men 

and women’s perceptions of what is healthy and acceptable for them to eat, perhaps contributing 

to the disproportionate female adherence to vegan diets. 

Societal pressures additionally influence the restrictiveness of a person’s diet. Veganism 

is often perceived to be a largely restrictive dietary lifestyle (Dean 2014; Wright 2015), and 

studies have found that women are much more likely to engage in restrictive eating behaviors 

(Gaarder 2011; Dibb-Smith and Brindall 2015; Cavazza et al. 2017). One woman surveyed by 

Gaarder (2011:65) supports this notion, stating “Women aren’t supposed to be eating that much 

anyway. So… it’s socially acceptable [for women] to be vegetarian. That defense isn’t down for 

men, because it’s not okay for them to eat salad .” Therefore, as females are continually 

encouraged to consume small portions and be restrictive in what they eat, they could be more 

likely to express their femininity through adoption of perceivably restrictive diets like veganism 

and vegetarianism.  

Masculinity and Animal Product Consumption 

Various studies have been conducted and support a connection between meat 

consumption and masculine gender performance (Adams 1990; Gaarder 2011; Rozin et al. 2012; 

Graça et al. 2015, Piazza et al. 2015; Timeo and Suitner 2017; Greenbaum and Dexter 2018). 

Justification studies have found that men are more likely than women to find social and moral 

justification for eating meat, noting it to be enjoyable, necessary for health, and a natural part of 

the human experience, making men more attached to meat and less likely to refrain from its 

consumption (Graça et al. 2015, Piazza et al. 2015). These findings affirm the notion that men 
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are more likely to define meat consumption as morally justifiable, contributing to their decreased 

rate of participation in the vegan movement. 

Men are not the only ones who perpetuate this connection between meat and masculinity. 

Timeo and Suitner (2017) found that women were more likely to consider men attractive if they 

ate meat. Eating meat was associated with masculinity and increased heterosexual desirability, 

while women were more likely to find men who identified as vegetarians to be weaker and less 

attractive (Timeo and Suitner 2017). We find further support of this notion from an interview 

respondent of Gaarder’s (2011:65) study who stated “I think men suffer a lot more societal 

pressure to not be vegetarian. There are masculinity issues with being vegetarian. It’s not manly 

to say, ‘Can I have a veggie burger?” Heterosexual dating practices thereby often contribute to 

the perpetuation of the meat and masculinity relationship, impacting the overall relationship 

between gender and animal product consumption. 

These social connections between meat and masculinity contribute to a cultural 

reconstruction of masculinity to reconcile the lifestyle choices of men who adhere to plant-based 

lifestyles (Brady and Ventresca 2014; Wright 2015; Greenebaum and Dexter 2018). If promoting 

social acceptance of masculine plant-based lifestyle adherence, media outlets tend to reframe 

masculine dietary standards to accommodate vegan men by emphasizing plant-based diets as a 

means to increase physical fitness and sexual libido, neglecting environmental and animal 

welfare ethics often associated with plant-based lifestyles (Wright 2015; Greenebaum and Dexter 

2018). Greenebaum and Dexter (2018:3) describe this depiction of male vegans as a “hegan” 

identity, defining “hegans” as individuals who are “health conscious vegans who uphold the 

ideals of hegemonic masculinity despite being vegan.” Perpetuation of “heganism” is prominent 

in the media portrayal of vegan professional football player Arian Foster, who is largely depicted 
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to adhere to a plant-based lifestyle to enhance his physical prowess on the football field, despite 

any other personal reasons he engages in vegan living (Brady and Ventresca 2014). This further 

contributes to the complexity of the relationship between gender and animal product 

consumption.  

Femininity and Animal Product Consumption 

While a multitude of previous studies overwhelmingly support a correlation between 

masculinity and meat consumption (Adams 1990; Gaarder 2011; Rozin et al. 2012; Graça et al. 

2015, Piazza et al. 2015; Timeo and Suitner 2017; Greenbaum and Dexter 2018), contrary 

analyses of femininity and non-meat consumption have been lesser in number and more 

ambiguous in results. While exploring databases and academic research resources, I quickly 

found numerous sources exploring the meat masculinity connection. Meanwhile, finding sources 

exploring connections between femininity and animal product consumption were much harder 

and more time consuming to find. This indicates that there is a limited nature in the literature 

regarding femininity and animal product consumption. Furthermore, Rozin et al. (2012) in 

conducting a large-scale quantitative study to measure metaphorical connections between meat 

and masculinity obtained findings that supported the metaphorical association between meat and 

masculinity, but results were inconclusive in determining a metaphorical connection between 

females and non-meat. This indicates that further study must take place to understand the 

relationship between femininity and animal product consumption.  

 Of the limited scholarship examining femininity and animal product consumption, a 

relationship between femininity and plant-based living is supported (Adams 1990; Wright 2015; 

Greenebaum and Dexter 2018). Carol Adams (1990:36), one of the most prominent scholarly 

contributors to literature regarding femininity and animal product consumption, likens the word 
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“vegetable” to “vegetate,” noting the passivity associated with being in a vegetative state. 

Femininity is largely associated with passivity, contributing to the perception of vegetables as 

“women’s food” (Adams 1990:36). Furthermore, the ethics of caring and nurturing that often 

accompany a vegan lifestyle also are largely perpetuated in feminine gender socialization, 

supporting a connection between femininity and plant-based lifestyle adherence (Adams 1990; 

Wright 2015; Greenebaum and Dexter 2018).  

Some researchers have even found activist feminist connections to a vegan diet. After 

conducting interviews with women in eating disorder recovery, Dean (2014) supported that 

many women found liberation in a vegan diet, as the lifestyle allows women to escape patriarchal 

standards dictating the ways in which women interact with food. Following a vegan diet, women 

often can eat what they want in accordance to their morals and values, a notion that can minimize 

patriarchal dietary standards to only count calories and be thin (Dean 2014). Furthermore, 

Wright (2015) attests that while vegetarianism and veganism are often used as labels to mask 

disordered eating behavior, true vegetarians and vegans are actually less likely than omnivores to 

engage in disordered eating behavior. This is not only an exciting and hopeful breakthrough 

regarding eating disorder recovery, but such a phenomenon also contributes to a feminist 

connection between gender and animal product consumption. 
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CHAPTER II: THEORY 

 An ecofeminist framework guided this research, serving as a lens of analysis to interpret 

the literature, methodology, and results of this study. Ecofeminism exists as a derivative of 

feminist theory, a theory that itself extends from social conflict theory. To best understand and 

apply ecofeminism, it is necessary to understand its roots in social conflict theory and feminist 

theory. Figure 1 illustrates the relationships between these theories. Ecofeminism also 

emphasizes the consideration of the intersection of various oppressed identities in its analysis of 

society. Therefore, in this chapter I will discuss social conflict theory, feminist theory, 

ecofeminist theory, and intersectionality to demonstrate how these theories guided my analysis 

of gender and animal product consumption.  

 

Figure 1. Theory Overview 
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Social Conflict Theory 

Social conflict theory emphasizes how the unequal distribution of power and control of 

scarce resources perpetuates inequality and societal conflict. It is a macro-level perspective, 

examining the broad social structures that perpetuate inequality (Collins 1990). Conflict theorists 

deem that the success and privilege experienced by those with power and resources come at the 

expense of exploitation and alienation of those without such power and resources. Karl Marx, 

one of the most notable conflict theorists in sociology, historically described this relationship as 

a conflict between the capitalist bourgeoisie and the working-class proletariat, emphasizing class 

struggle and the unequal distribution of material resources as the primary source of social 

conflict.   

Conflict theory most commonly highlights the oppression of human groups. In this 

research I utilize conflict theory to understand the source of oppression of those who are 

feminine or feminized, studying how this impacts their opinions and behaviors regarding animal 

product consumption. However, for the purpose of this research, principles of conflict theory will 

also be applied to nonhuman entities, noting the feminization of animals and the environment. 

Consumption of animal products largely depends on exploitation of animals and the 

environment, and in utilizing the perspectives of conflict theory, we can best understand these 

relationships of oppression. In understanding how various entities fall victim to exploitation from 

those with power and resources, social conflict theory offers a valuable perspective to understand 

gender and the consumption of animal products. 

 “Othering” is a conflict theory concept that will be considered in my research of gender 

and animal product consumption. In sociology, conflict theorists define othering as a process in 

which the social majority perpetuates inequality by deeming the social minority as “other.” In 
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doing so, privileged social groups maintain power over social groups who are otherized and 

disadvantaged (Said 1978; King 1989; Chawla 2017). Ecofeminists embrace this conflict theory 

notion and largely note that women, nature, people of color, and the LGBTQ+ community are 

predominantly deemed as other (King 1989; Gaard 1997).  

Feminist Standpoint Theory 

 Feminist standpoint theory (feminist theory) is a subset of conflict theory that highlights 

the unequal distribution of power and control between men and women. Feminist scholars define 

this system of oppression against women and what is feminine as patriarchy (Hekman 1997). 

Today’s dialogue, understanding of history, and social systems have been predominantly created 

and perpetuated by men, creating social privilege for men and what is masculine. Conversely, 

feminine entities have historically been alienated from having such power, and thus their 

interests are not best served in society. Feminist scholars emphasize the implications of this 

historic and perpetuated gender inequality, noting the harmful impacts patriarchy imposes on 

both women and men (Hekman 1997).  

 Just as anthropocentrism is prevalent in social conflict theory, feminist theory also 

primarily focuses on the human victims of patriarchal oppression. Nonhuman entities like 

animals and the environment are rarely considered in traditional feminist theory discourse. 

(Gaard 1997). Understanding this shortcoming in typical feminist theory analysis, I will extend 

the principles of feminist theory to understand how patriarchy victimizes women, feminized 

groups, animals and nature. This will further contribute to understanding regarding impacts of 

gender on animal product consumption and its corresponding motivations regarding the well-

being of humans, animals, and the environment. 

Ecofeminist Theory 
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 This shortcoming of a human centered conflict theory and feminist theory paired with a 

tide of environmentalism paved the way for the creation of ecofeminist theory. Ecofeminism is a 

sociological framework that asserts that patriarchal oppression exists as the driving force of 

inequality and exploitation of women, animals, nature, and other marginalized communities 

(Gaard 1997; Wright 2015). Despite ecofeminism existing as a relatively new sociological 

theory, for hundreds of years women have been associated with having an intimate connection 

with nature. Environmentalists embracing phrases like “mother nature” and “love your mother” 

exemplify this perception that nature is inherently female (Mayerfeld et al. 2016). Women’s role 

in childbearing, childcare, and domestic duties created a notion of connection between women 

and nature, while the traditional hunting, fighting and economic duties of men created a rhetoric 

of male domination of nature (Mayerfeld et al. 2016). Women are often subordinated for 

participation in domestic and nurturing activities, while men achieve social power through 

triumphs in the public sphere.  This perpetuated idea of a female- nature connection provided 

further basis for the takeoff of the ecofeminist movement.  

Ecofeminism took off during a progressive tide of anti-oppression movements. Most 

notably, the ecofeminism movement combined the social ecology and feminist movements. 

Ecofeminists asserted that ecology is incomplete without feminism and feminism is incomplete 

without ecology (King 1989; Gaard 1997). Gaard (1997) explains this combining of ecology and 

feminism, noting: 

An early impetus for the ecofeminist movement was the realization that the liberation of  

women-the aim of all branches of feminism -- cannot be fully affected without the  

liberation of nature; and conversely, the liberation of nature so ardently desired by  

environmentalists will not be fully affected without the liberation of women. (P. 114) 
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This realization lead to the takeoff of ecofeminist scholarship in the late 1970s and beyond. 

Scholars began to realize that feminist and ecological issues could not be examined in a vacuum 

and that these issues were deeply tied together. Given the ecological nature of food and natural 

resource consumption and the gendered nature of the vegan movement, ecofeminist theory 

serves as a valuable theoretical lens in studying gender and animal product consumption 

opinions and behaviors.  

Ecofeminism and intersectionality. Ecofeminists recognize that it is not only the 

exploitation of women and nature that is connected, but it is the exploitation of all marginalized 

populations. Ecofeminists assert that communities such as children, people of color, and the 

LGBTQ+ community experience feminization and are therefore oppressed as “feminized others” 

(Gaard 1997; Wright 2015; Mayerfeld et al. 2016). This theoretical framework recognizes that 

all marginalized communities fall victim to patriarchy and that the oppression of one group is 

inherently connected to the oppression of other marginalized social groups. My secondary 

hypotheses utilize the intersectional nature of ecofeminism to extend the scope of my research to 

include other feminized, marginalized groups to more holistically understand the gendered 

influences over animal product consumption.  

 Ecofeminism and race. Systems of racial oppression operate in ways largely like systems 

of gendered oppression (Wright 2015). Given these mutual oppressions, any ecofeminist analysis 

is incomplete without the consideration of white/nonwhite racial statuses (Gaard 1997). Existing 

as feminized others and victims of patriarchal oppression, people of color are likened to what is 

feminine and natural, making it imperative to investigate the impact of race in my study when 

undergoing ecofeminist analysis.  
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Ecofeminism and sexual orientation. Systems of heteronormative oppression also operate 

in ways that can be likened to systems of gendered oppression (Wright 2015). Therefore, 

ecofeminists utilize the teachings of queer theory to best understand the systems of oppression 

faced not only by nature and what is feminine, but also by those of a nonheterosexual sexual 

orientation (Gaard 1997). The LGBTQ+ community also exists as feminized others and victims 

of patriarchal oppression, and therefore analysis of sexual orientation allows my research to best 

utilize ecofeminist, intersectional methodology.  
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CHAPTER III: METHODOLOGY 

Procedure 

 To further apply ecofeminist theory to explore the intersection of various oppressions and 

animal product consumption, I conducted primary research. My study primarily utilized 

quantitative methodology to measure the impact of masculinity and femininity on animal product 

consumption opinions and behaviors. To complete this research, I utilized Qualtrics.com survey 

software to circulate an online questionnaire that could be completed with a computer, tablet, or 

mobile phone (Appendix A). The survey was primarily populated with multiple choice and close 

ended questions, and it was interspersed with five opportunities for participants to leave open 

ended comments to better explain their quantitative responses. The survey consisted of 25 

questions and averaged 8 minutes in completion time. It was published and circulated only in 

English. Full disclosure of the survey’s intent was given to participants prior to beginning the 

survey, and all participants gave informed consent to participate. Additionally, all participants 

confirmed that they were over 18 years of age. After completing the online questionnaire, 

participants were presented with a debriefing statement in which contact information of principal 

investigators was made available in case participants wished to express questions, comments, 

concerns, or requests for survey results.  

 The questionnaire was circulated online using various digital mediums. The survey was 

first sent out to the entire student, faculty, and staff listserv at a small, liberal arts college in the 

Mid-Atlantic. Additionally, the survey was circulated using personal social media accounts on 

the platforms of Facebook, Instagram, and Twitter, and on Facebook the survey link was posted 

in various vegan and non-vegan social media group pages. Responses were collected over 

approximately 1.5 months, with the first collection period being from December 13th, 2018- 
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January 21, 2019 and an additional collection period being from February 7th-February 14th, 

2019.  

Measurement 

 To form a holistic, multivariable understanding of my research topic, I thoroughly 

measured social and demographic information within my sample. To assess gender as a 

measurement of masculinity and femininity, I used the Traditional Masculinity and Femininity 

(TMF) scale (Kachel et al. 2016). This recently developed scale measures self-constructed 

concepts of personal masculinity and femininity by using a six question index consisting of 1-7 

Likert scale response categories, indicating 1 as “very masculine,” 7 as “very feminine,” and 4 as 

“neither masculine nor feminine.” Each respondent received a TMF score based on the average 

of their scores from all six questions. The TMF was chosen over earlier developed gender 

assessment tools such as the Bem Sex-Role Inventory (BSRI) due to the TMF’s consistent ability 

to demonstrate high levels of reliability and validity in gender studies scholarship (Kachel et al. 

2016). In addition to utilizing the TMF to measure gender, I collected responses of participants’ 

self-ascribed gender identity, noting whether they identified as male, female, nonbinary, or other 

gender and whether or not they identified as transgender or not transgender. This additional 

information regarding gender supported demographic understanding of the sample and was not 

considered when assessing my primary hypotheses. 

 To measure further variables associated with my hypotheses, I used the format of the 

TMF to construct my own scales to measure animal product consumption, animal welfare 

concern, environmental concern, health concern, and health definition. Like the TMF, these 

scales consisted of six questions with 1-7 Likert scale response categories. These Likert scale 

categories expressed 1 as “strongly disagree,” 7 as “strongly agree,” and 4 as “neither agree nor 
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disagree.” Each scale had three affirming statements that were regularly coded, and three 

negative statements that were reverse coded, and responses to these six questions after 

appropriate coding were averaged together to form an overall score for each measurement scale.  

 To measure variables to explore my secondary hypotheses, participants answered 

responses to single questions based on their self-ascribed identity. Race was measured by 

allowing participants to identify as various races by checking a box for each self-identified racial 

category. To measure trend differences between Caucasian and racial minority categories, these 

responses were then coded into two response categories: “Caucasian,” coded as “1”, and “non-

Caucasian,” coded as “0.” Additionally, participants responses to a yes or no question of whether 

or not if they identify as heterosexual was used to measure sexual orientation. “Yes” responses 

indicating heterosexuality were coded as 1 and “no” responses indicating a nonheterosexual 

sexual orientation were coded as 0. The category of “no” for this question captures the variety of 

nonheterosexual sexual orientation identities including but not limited to lesbian, gay, bisexual, 

and pansexual. 

 Furthermore, I recorded other descriptive variables not associated with my hypotheses to 

serve as data controls and to better understand the demographics of my sample population. These 

additional variables included religion, age, income, education, and number of vegetarian/vegan 

friends/family. Religion was recorded by having participants choose a religious category in a 

multiple-choice style question. This variable was recoded into two additional variables to capture 

whether the participant was Christian or not and whether or not the participant identified as being 

a member of a religious group that practices religious dietary restrictions involving meat or not. 

Jewish, Buddhist, Hindu, and Muslim respondents were noted as having religious dietary 

restrictions given the spiritual practices these religions assert regarding animal product 
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consumption. Furthermore, prior to completing the survey, participants provided their full date of 

birth, and with this information, age was deduced by subtracting respondent’s year of birth from 

the current year of 2019. Income was assessed by respondents self-identified household income 

in response to multiple choice categories where responses were recoded where yearly household 

incomes under $19,999 were coded as 1, between $20,000-$49,999 were coded as 2, between 

$50,000-$99,999 were coded as 3, between $100,000-$199,999 were coded as 4, and above 

$200,000 were coded as 5. Furthermore, participants expressed their maximum level of 

education in a multiple choice question, and responses were recoded where a 0 represents “some 

high school,” 1 represents “High School Diploma,” 2 represents “Trade School or Some 

College,” 3 represents “Bachelor’s Degree,” and 4 represents “Graduate Degree.” Number of 

vegan peers was noted using multiple choice categories, allowing participants to indicate the 

number of vegan friends and family members they had, ranging from zero to more than six. 

These additional variables were informed largely by ecofeminist theory and literature 

surrounding gender and the animal product consumption.  
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CHAPTER IV: RESULTS 

Results of my study yielded information that supported my primary hypotheses and 

provided mixed results that both supported and failed to support my various secondary 

hypotheses. Through collection and analysis of this data, I was able to better understand the 

many facets that inform how gender impacts animal product consumption opinions and 

behaviors.  

Analysis 

 To complete the exploration of my research question and various hypotheses, I 

downloaded my data from Qualtrics survey software to Microsoft Excel, where I deleted 

extraneous information, recoded variables into appropriate numeric values, and reverse coded 

variables where necessary. After doing so, I performed descriptive statistics on numerous 

variables to better understand the demographic information of my participants (Table 1). 

Furthermore, I used regression analysis testing the importance of each of my independent 

variables on my five exploratory dependent variables (Table 2). I next ran a correlation test of all 

demographic information and scale average scores to inform whether relationships between each 

variable was positive, negative, or neutral (Table 2). These statistical tests expressed the context 

and significance of my data to inform any conclusions I derive from my research about the 

impacts of gender, race, and sexual orientation on animal product consumption opinions and 

behaviors. 

Participants 

 Data was collected from 402 participants. Of these participants, 317 identified as making 

conscious decisions to reduce their animal product consumption (reductionist), 226 refrained 

from meat and consumption of animal flesh (vegetarian), and 144 refrained from consumption of 
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all animal products (vegan).  Of these respondents, 91 identified as only reductionist (but not 

vegetarian or vegan) and 82 identified as only vegetarian (but not vegan) (Figure 2). TMF scores 

indicated increased femininity in the response sample, with a median TMF score of 4.83. Self-

ascribed gender-identity further supported the feminine nature of my sample as 313 of 402 

respondents self-identified as female. Regarding my secondary hypotheses, three hundred fifty-

five participants identified as Caucasian while 47 respondents identified as nonwhite racial 

categories.  Three hundred forty-four participants identified as heterosexual while 58 did not. 

Furthermore, age ranged from 19-78, with the median age being 38. The sample contained 156 

participants who identified as Christian, while 246 did not, and 25 respondents adhered to a 

religion with an animal product-based dietary restriction, while 377 did not. The median 

household income of my sample was $100,000-$199,000 and median educational attainment was 

a bachelor’s degree. Average number of vegetarian or vegan friends was 3.5. This demographic 

understanding of my sample allows me to best inform conclusions from my research regarding 

gender and animal product consumption. 

 

Figure 2: Self-Identified Animal Product Consumption Categories 
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Table 1: Descriptive Statistics 

Variable Mean Std. Dev. Min Max 

TMFa 4.542 1.371 1 7 

White: Nonwhite Ratio 0.883 0.322 0 1 

Heterosexual: Nonheterosexual Ratio 0.856 0.352 0 1 

Age 38.950 13.384 19 78 

Christian: Non-Christian Ratio 0.3880 0.488 0 1 

Religious Diet Restriction: No 

Religious Diet Restriction Ratio 

0.0622 0.242 0 1 

Incomeb 3.331 1.072 1 5 

Educationc 3.0249 0.896 0 4 

Number of Vegan/Vegetarian Peers 2.988 2.0816 0 6.5 

Notes: Population n= 402 

aTMF is a scale where 1=very masculine and 7=very feminine 

bIncome is a categorical variable where 1=$0-$19,999, 2=$20,000-$49,999, 3=$50,000-$99,999, 

4= $100,000-$199,999, 5= $200,000 or more 

cEducation is a categorical variable where 0= Some High School, 1= High School Diploma, 2= 

Trade School or Some College, 3= Bachelor’s Degree, 4= Graduate Degree 

 

Primary Hypotheses 

 H1- TMF and animal product consumption. My data supports with significance to the .01 

level that increased TMF (higher femininity levels) negatively correlates with animal product 

consumption (See Table 2). This supports my first hypothesis and supports the notion that those 

with higher levels of femininity are less likely to consume animal products. 
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 H-2 TMF and animal welfare concern. Furthermore, I found support for my second 

hypothesis of increased levels of femininity positively correlating with animal welfare concern. 

This relationship is supported at a .05 significance level (Table 2).  

 H-3 TMF and environmental concern. Additionally, to the .05 significance level, my data 

supports a positive relationship between higher TMF and higher levels of animal welfare concern 

(Table 2). This supports my third hypothesis and the notion that increased femininity levels 

correlate with increased levels of environmental concern.  

 H-4 TMF and nutrition concern. My data also supports to the .05 significance level that 

higher TMF scores are correlated with higher nutrition concern (Table 2). Therefore, my data 

supports my fourth hypothesis and the presence of a positively correlated relationship between 

femininity and concern for nutrition. 

 H-5 TMF and health definition. The last of my primary hypotheses was supported, 

indicating that higher TMF scores correlate with an increased likelihood that individuals define 

plant-based diets as healthy. This is supported at a .01 significance level (Table 2). Therefore, 

each of my primary hypotheses were supported by observed findings at a statistically significant 

level.  

Secondary Hypotheses 

 Racial minority status. While each primary hypothesis yielded statistically significant 

support, my secondary hypotheses yielded mixed results. Of my fifth through tenth hypotheses 

examining race rather than TMF score as the independent variable affecting animal product 

consumption and its motivations, I only found my ninth hypothesis regarding race and health 

concern to yield a statistically significant relationship. Nonwhite respondents demonstrated a 

higher concern for nutritional health, significant to the .05 level (Table 2). Furthermore, 
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hypotheses seven, eight, and ten were supported, reflecting a positive correlation between racial 

minority status and animal welfare concern, environmental concern, and defining plant-based 

diets as healthy. These correlations are noted in Table 3 but are show in in Table 2 to not be 

statistically significant. Conversely, while no statistically significant relationship exists regarding 

racial minority status and animal product consumption, my data supports a positive correlation 

between racial minority status and increased animal product consumption (Table 3).  This 

finding offers contradictory evidence regarding my sixth hypothesis, as I previously predicted 

nonwhite respondents to demonstrate lower levels of animal product consumption. The 

relationship between race and animal product consumption and its motivations thus yielded 

mixed results regarding my hypotheses.  

 Sexual Orientation.  My tenth through fifteenth hypotheses regarding LGBTQ+ status 

and animal product consumption and its motivations yielded more consistent results. My data 

supports a positive correlation between LGBTQ+ status and animal welfare concern, 

environmental concern, nutrition concern, and defining plant-based as health while also 

supporting a negative correlation between LGBTQ+ status and animal product consumption 

(Table 3). Though these results are not statistically significant (Table 2), these correlations are 

consistent my hypotheses. 
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Table 2: Variable Impacts on Animal Product Consumption and Motivating Ideologies 

Regression Output 

 Model 1: 

Animal 

Product 

Consumption 

Model 2: 

Animal 

Welfare 

Concern 

Model 3: 

Environmental 

Concern 

Model 4: 

Nutrition 

Concern 

Model 5: 

Defining 

Plant-based as 

healthy 

  Coeff. (S.E.) Coeff. (S.E.) Coeff. (S.E.) Coeff. (S.E.) Coeff. (S.E.) 

TMFa 0.124 

(0.047)** 

0.113 (0.044)* 0.064 (0.028)* 0.065 

(0.029)* 

0.149 

(0.047)** 

Age 0.007 (0.005) 0.008 (0.005) 0 (0.003) 0.018 

(0.003)*** 

0.014 

(0.005)** 

Sexual 

Orientati

onb 

-0.062 

(0.178) 

-0.239 (0.168) -0.116 (0.109) -0.116 (0.11) -0.269 (0.18) 

Christianc -0.645 

(0.133)*** 

-0.512 

(0.126)*** 

-0.61 

(0.081)*** 

0.047 (0.082) -0.625 

(0.135)*** 

Religious 

Diet 

Restrict-

iond 

-0.315 

(0.263) 

0.171 (0.249) -0.248 (0.161) 0.058 (0.162) -0.318 (0.266) 

Incomee -0.092 

(0.061) 

-0.095 (0.058) -0.076 (0.037)* -0.029 (0.038) -0.098 (0.062) 

Educat-

ionf 

-0.14 (0.073) -0.216 

(0.069)** 

0.002 (0.045) -0.001 (0.045) -0.087 (0.074) 

Number 

of Veg 

Peers 

0.02 (0.03) 0.037 (0.029) 0.056 

(0.018)** 

0.006 (0.019) -0.012 (0.03) 

Raceg -0.147 

(0.196) 

-0.341 (0.185) -0.098 (0.119) -0.254 

(0.121)* 

-0.27 (0.198) 

Adjusted 

R2 

0.074 0.090 0.166 0.077 0.079 
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Notes: n=402, *p<.05; **p<.01; ***p<.001 

aTMF is a scale where 1=very masculine and 7=very feminine 

bSexual Orientation is a binary variable where Heterosexual= 1 

cChristian is a binary variable where Christian= 1 

dReligious Diet Restriction is a binary variable where Religious Diet Restriction= 1 

eIncome is a categorical variable where 1=$0-$19,999, 2=$20,000-$49,999, 3=$50,000-$99,999, 

4= $100,000-$199,999, 5= $200,000 or more 

fEducation is a categorical variable where 0= Some High School, 1= High School Diploma, 2= 

Trade School or Some College, 3= Bachelor’s Degree, 4= Graduate Degree 

g Race is a binary variable where Caucasian= 1.  

 

 

 

Table 3: Variable Correlations 
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CHAPTER VI: DISCUSSION 

Gender 

 As noted in my results, TMF scores were significant in predicting the dependent variables 

of animal product consumption, animal welfare concern, environmental concern, nutrition 

concern, and the defining of plant-based diets as beneficial for human health. This can likely be 

attributed to feminine gender socialization and feminine experience in a patriarchal society 

causing increased concern for animals, the environment, and nutrition as noted in Chapter I. As 

women are raised to be nurturing, compassionate, and family oriented, these values can translate 

to impact the animal product consumption of women and the animal welfare, environmental, and 

health ideologies that accompany it health  (Stern, Dietz, and Kalof 1993; Peek et al 1996; Nayga 

2000; Zelezny et al 2000; Tindall et al. 2003; Gaarder 2011; Kopczynska and Zielinska 2015; 

Wrenn 2016).. Those with higher TMF scores are likely to be more strongly influenced by 

feminine gender socialization and patriarchal oppression (Kachel et al. 2016), thus impacting 

their opinions and behaviors regarding animal product consumption. This support for an inverse 

relationship between femininity levels and animal product consumption rates provides valuable 

insight to better understand the gendered trends within the vegan movement.  

 The consistent significant relationship between TMF and animal product consumption 

behaviors and ideologies can be further supported by assertions of ecofeminist theory, as 

explored in Chapter II. As those who are more feminine, reflecting a higher TMF score, 

experience patriarchal oppression, they are more likely to exhibit sympathy and concern towards 

other entities falling victim to patriarchal oppression including animals and the environment 

(Adams 1990; Gaard 1997; Wright 2015; Mayerfeld et al. 2016). My research endorses the 

ecofeminist assertion of patriarchy existing as an oppressive force not only over feminine 
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genders, but also the natural world. This supports the relationship between increased femininity 

and decreased animal product consumption, adding further clarity to the increased feminine 

gender representation in the vegan movement. 

Race 

While ecofeminist assertions supported my findings regarding my primary hypotheses, 

they yielded less conclusive results regarding my secondary hypotheses. Observed relationships 

between the independent variable of race and the dependent variables of animal product 

consumption, animal welfare concern, environmental concern, nutrition concern, and nutrition 

ideology yielded mixed results from my predicted relationships. I found a negative correlation 

between racially identifying as Caucasian and consuming animal products. Therefore, contrary to 

my predictions, my data supports the notion that those who are nonwhite are more likely to have 

higher amounts of animal product consumption, though this relationship is not significant. This 

fails to support an intersectional tenet of ecofeminism, extending the impacts of patriarchal 

oppression to feminized others of a racial minority status. This suggests that social forces other 

than patriarchal oppression more strongly impact the animal product consumption behaviors of 

communities of color. Exploration into these social forces provides an exciting opportunity for 

primary research and further assessment of race and animal product consumption present in 

existing literature. 

 Despite my data not supporting the connection between racial minority status and 

decreased animal product consumption, the rest of my observations were consistent with  my 

hypotheses regarding race. A positive correlation existed between being nonwhite and having 

increased animal welfare concern, environmental concern, nutrition concern, and likelihood of 

defining plant-based diets as healthy. Of these correlations, only the relationship between 



GENDER AND ANIMAL PRODUCT CONSUMPTION             37 

nonwhite racial status and increased nutrition concern was statistically significant. This lack of 

statistical significance further exemplifies that other social forces more strongly influence 

nonwhite individuals’ animal product consumption opinions regarding animal welfare, the 

environment, and nutrition. However, the presence of these correlations indicates potential merit 

to the ecofeminist notion patriarchal oppression of feminized others, though this notion is 

supported by racial opinions regarding animal welfare, environmentalism, and nutrition, though 

these opinions do not translate to reflect hypothesized relationships with animal product 

consumption behavior.   

Sexual Orientation 

 My survey results were also statistically insignificant regarding sexual orientation and 

animal product consumption opinions and behaviors. However, despite this lack of significance, 

my data exhibited correlations consistent with my hypothesized relationships. This indicates that 

while sexual orientation may serve as a source of influence over animal product consumption 

opinions and behaviors, other factors besides LGBTQ+ status of feminized other more strongly 

contribute to the animal product consumption patterns of the LGBTQ+ community. This does 

not contradict the intersectional assertions of ecofeminist theory and the patriarchal oppression of 

feminized others, but it also is not a compelling source of support for this notion. This merits 

further primary research and engagement with existing literature regarding sexual orientation and 

animal product consumption to better understand this relationship.  

Limitations 

Technology. While this survey was able to contribute meaningful literature to the 

discourse surrounding gender and animal product consumption, it is not without its limitations. 

The first of these limitations involve the imperfect use of Qualtrics Survey Software to distribute 
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the survey. Having collected my data on a regular Qualtrics account rather than a premium 

account, in order to properly analyze this data, a representative from Qualtrics and my university 

had to aid me in transferring my survey data to a university Qualtrics premium account. In doing 

so, I lost responses from nearly 400 responses, which prompted me to recirculate my survey on 

social media for an additional week to compensate for lost data. Having circulated my survey on 

social media twice, I accounted for any same person who took the survey more than once by 

deleting a single response from any sets of two data entries indicating the same date of birth. 

Therefore, my responses were subject to two periods of data collection, technology 

complications, and manual data manipulation to eliminate duplicate responses. While this should 

not impact the usefulness of the data collected, it demonstrates the ways in which data collection 

is subject to human error.  

 Sampling. It is important to note that this data was not collected randomly and cannot be 

generalized to reflect the larger population. Survey responses from an email listserv at a small 

liberal arts college in the Mid-Atlantic tended to yield data from respondents with the values, 

social privileges, and education status of students and staff at such an institution. Social media 

circulation of the survey tended to attract respondents with whom I had social media connections 

or with whom peers of mine who shared my survey had social media connections with. 

Furthermore, I shared my survey to various value focused Facebook groups, yielding responses 

from respondents aligning with these values. I particularly shared my survey with plant-based 

Facebook groups to ensure that I had adequate representation from vegetarians and vegans to 

inform gendered conclusions about those who adhere to plant-based lifestyles.  This purposive, 

convenience, and snowball sampling was intentional given the time and resource limitations 
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present when completing this research, but it also indicates that my findings cannot be 

generalized to inform conclusions about the general population.  

 Given the nonrandom nature of my sampling, the population of survey respondents was 

skewed in its representation of various demographic groups. Notably, my sample population had 

a disproportionately high representation from plant-based communities, with only 85 of 402 

respondents noting that they do not actively engage in behavior to reduce animal product 

consumption. Because plant-based communities are so female dominated (Gaarder 2014; Wright 

2015; The Vegan Society 2016) it is unsurprising that my sample was also largely female 

dominated as 313 respondents identified as female. My sample was even more so 

overwhelmingly and Caucasian (n=355), a feat that mandates further research regarding the 

racialized nature of the vegan movement. Furthermore, my sample was higher than average in 

terms of education and income, as the median educational attainment was a bachelor’s degree 

and the median income category was $100,000- $199,999. This disproportionate representation 

of self-ascribed gender, race, increased educational attainment, and increased income further 

indicates the non-generalizability of my research conclusions.  

 Furthermore, while I wrote my survey with an American sample population in mind, the 

international nature of the social media community brought respondents from around the world 

to complete my survey. This is exciting as it welcomes international perspectives to my data, but 

also brings about limitations. When creating my survey, I failed to measure the national identity 

of my respondents. This complicates conclusions I draw from my data regarding topics such as 

race and religion, as the demographic composition of such characteristics drastically varies 

around the world. For example, the Pew Research Center (2019) reports that 70 percent of 

Americans identify as Christian, and my data reflects approximately 38.8 percent of respondents 
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as Christian (see Table 1). This leads me to believe that among American respondents, Christians 

are underrepresented in my sample, but given the prevalence of international responses, this is 

difficult to decipher.  Additionally, the structure of my survey alienated international respondents 

by framing questions only in American English within the context of American economic and 

education systems.  

 Reliability and Validity The scope and time frame of my research did not allow for me to 

test my dependent variable scales of animal product consumption, animal welfare concern, 

environmental concern, nutrition concern, and nutrition definition for reliability and validity. 

These scales were modeled based on the TMF index, a sociological tool that has consistently 

demonstrated reliability and validity when compared to other gender based assessments (Kachel 

et al. 2016). Despite utilizing the same structure as the TMF, these dependent variable scales are 

limited in their accurate assessment of animal product consumption, animal welfare concern, 

environmental concern, nutrition concern, and nutrition definition because they have not 

undergone sociological tests to demonstrate reliable responses across the population and valid 

responses regarding accuracy in what is attempting to be measured. Despite this limitation, these 

scales serve as a valuable tool to understand animal product consumption opinions and 

behaviors.  

Further Research 

 Secondary hypotheses. As previously noted, my secondary hypotheses for this study were 

largely informed by ecofeminist theory. Given the scope of this research, I did not engage with 

much of the existing literature base surrounding race, sexual orientation, and animal product 

consumption opinions and behaviors. For this reason, I deemed my hypotheses regarding race 

and sexual orientation as secondary hypotheses, while I deemed my hypotheses regarding 
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gender, informed both by literature and theory, to be primary hypotheses . Though my secondary 

hypotheses had ecofeminist theoretical backing, they lacked robust support from scholarly 

literature. As previously noted, the inconclusiveness of my results regarding race, sexual 

orientation, and animal product consumption opinions and behaviors encourages further 

exploration of the literature and potential opportunity for increased primary research regarding 

these topics. 

Religion. I recorded respondent’s religious identity to better understand the demographic 

characteristics of my sample and serve as a control variable in my regression analysis. When 

analyzing my results, religion was not one of my independent variables informed by my 

literature review. Despite this, religion, specifically Christian or non-Christian status ended up 

being a largely significant factor in predicting animal product opinions and behaviors (Table 2). 

Christian religious status (n=156 respondents) was significantly correlated with higher animal 

product consumption,  decreased consideration of plant-based diets as healthy, decreased 

environmental concern, and decreased animal welfare concern. The comment of one respondent 

offers potential insight as to why this relationship exists, as the respondent expressed “I believe 

in the Holy Bible. Man has dominian [sic] over animals.” This observation serves as an exciting 

opportunity to conduct further research about the influence of Christianity on animal product 

consumption.  

There is further opportunity for research regarding spiritual dietary practices and product 

consumption. My results yielded a negative correlation between spiritual dietary restriction 

(n=25 respondents) and animal product consumption, though this relationship was not 

significant. However, one respondent noted “I am a practicing Zen Buddhist.  My beliefs 

towards animals have a spiritual ground.” Further research could explore this relationship, 
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potentially yielding significant results with a larger sample size. Furthermore, there is 

opportunity to compare the animal product consumption opinions and behaviors of individuals 

adhering to different spiritual dietary standards. Engaging in this research will aid in 

understanding other factors that may confound the relationship between gender and animal 

product consumption.  
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CONCLUSION 

 The relationship between gender and animal product consumption is complex. Though 

gender is socially constructed, its societal consequences are far reaching and largely pervasive, 

especially when intersectionally extending the impacts of gender to include the feminization of 

marginalized racial and sexual orientation communities. Meanwhile, animal product 

consumption opinions and behaviors are motivated by such a plethora of factors that it is nearly 

impossible to gain a complete holistic understanding of one’s animal product opinions and 

behaviors. The complexity of both gender and animal product consumption in isolation from 

each other is very high, making the relationship between the two infinitely more complicated. 

This research exists among a literature base attempting to make a dent at understanding this 

relationship. My conclusions support a significant relationship between femininity and decreased 

animal product consumption, providing some clarity regarding the gendered nature of the vegan 

movement. Meanwhile, my research demonstrates some correlations between decreased animal 

product consumption and status of feminized other based on race and sexual orientation, but 

these results are inconclusive, indicating that feminized others are subject to other cultural 

factors influencing animal product consumption. These results indicate the need for increased 

study surrounding the impacts of feminization and other forms of social oppression on animal 

product consumption for as long as women, animals, nature, and human health are oppressed by 

these opinions and behaviors  
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APPENDIX A: Online Survey including informed consent, questionnaire, and debrief 
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